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Abstract
Purpose – The purpose of this research is to understand the importance of value orientation on conspicuous
consumption in the youth market segment in Southeast Asia. In particular, the focus is to understand three
different types of value orientation (specifically cultural values, material values and religious values) and its
effects on conspicuous consumption behaviour.
Design/methodology/approach –An integrative theoretical model is proposed based onHofstede’s cultural
dimension, the materialism value scale and religious commitments to predict the relationship for the value
orientations of Generation Y’s (Gen Y’s) conspicuous consumption behaviour. The data was collected from
undergraduate students enrolled in general education courses in three universities in Malaysia. Using cross-
sectional data, 262 sets of valid questionnaires were used to perform the statistical analysis for the
measurement and structural model using partial least squares equation modelling (PLS-SEM) path modelling.
Findings –Weposition our study by raising the pertinent question of “Seriously, Conspicuous Consumption?”
to establish a clear understanding of whether Malaysian Gen Y individuals are conspicuous consumers and, if
they are, which of the three valuesmatter themost. In order to answer the question ofwhetherMalaysianGenY
engages in conspicuous consumption, we arrive at an understanding that, given multi-value orientations,
conspicuous behaviour can be motivated and impacted by one value orientation and constrained by others.
Hence, value orientation offers an insightful explanation of one specific type of consumer behaviour in the
context of Asia as an emerging global market. Thus, our study provides two key theoretically significant
findings. In general, our findings provide insights into how the multi-value orientations (i.e. cultural, material
and religious orientations) contribute to several bodies of literature—namely, conspicuous consumption,
international marketing and transcultural marketing. The results revealed that collectivism and materialism
were positively and significantly related to conspicuous consumption. Uncertainty avoidance, although
significant, had a negative relationship with conspicuous consumption. The other values (masculinity, power
distance and religious values) were not significantly related to conspicuous consumption.
Research limitations/implications – Purchasing luxury goods is becoming an emergent phenomenon in
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owners, with practical and realisable examples of how to plan and execute their marketing plans. A more
profound understanding of this relationship may also serve to aid marketing managers in devising more
focused marketing strategies and thus allocate marketing resources more efficiently. Hence, marketers could
develop an effective communication strategy so that the target consumers will be aware of their goods because
the purchase of luxury goods is likely to be motivated by social, cultural and personal factors.
Originality/value – This article examines the impact of value orientations on conspicuous consumption
behaviour in Malaysian Gen Y consumers. The model proposed in this study is useful in predicting
conspicuous consumption amongGenY. By identifying the factors influencing this emergent type of consumer
behaviour, global retailers will be informed about this particular market segmentation in terms of its
preferences and desires. The article discusses the research findings and concludes with managerial
implications and limitations.
Keywords Culture, Luxury brands, Materialism, Generation Y, Religiosity, Conspicuous consumption
Paper type Research paper
1. Introduction
Rapid economic growth and rising income levels have changed global consumption. These
consumption patterns have moved from moderate to conspicuous spending. In marketing,
conspicuous consumption is normally associated with the purchase of status or luxury goods
(Bellezza et al., 2016; Bronner and de Hoog, 2018; Ko et al., 2019), where price is not the
consumer’s main concern. Rather, a consumer chooses a certain item for symbolic or
emotional purposes. Conspicuous consumption illustrates a symbolic purpose involving
consumers choosing an item in order to express their personality, social status or group
affiliation. Additionally, an emotional purpose also involves consumer choosing a product
because it fulfils an internal psychological need, such as the need for change or novelty (Kim
et al., 2002). As supported by a study by Shimul et al. (2019), emotional connection,
sustainability, quality and certain distinctive elements are some of the factors that influence
luxury consumption. Additionally, Shao et al. (2019) asserted that consumers aremotivated to
engage in luxury consumption for self-expression and social adjustment.
In the extant literature on this topic, researchers have defined luxury by examining several
features, including high quality, expensive price, scare materials, complicated production
processes, experiential meanings (e.g. fantasies and feelings that individuals experience and
enjoy) and symbolic meanings (e.g. symbols of wealth, identity and the owner’s social status)
(Li et al., 2013; Lyons et al., 2019; Zhang and Cude, 2018; Zhang and Kim, 2013). In the past,
conspicuous consumption was widespread in the affluent societies of developed countries.
Recently, however, the phenomenon has been observed among the budding middle classes of
emerging countries (Jayasankaran, 1998; Rahman et al., 2017b). Not only is such market
segmentation important, but the emergence of another potential market (i.e. the Millennials) is
expected to popularize the luxurymarket by 2025 (Shin et al., 2017). In support of such patterns
of consumerism, a study based on a sample of 264Millennials clearly showed that individuals
are motivated to purchase luxury brands because of two key motivations—namely,
conspicuousness and hedonic purposes and self-gratification and self-expansion (De Kerviler
and Rodriguez, 2019). This new and emerging consumer in developing countries has largely
met its basic and essential needs and is now venturing into new forms of consumption,
transcendingwhat ismerely necessary for survival (Bronner andDeHoog, 2018; Eastman and
Eastman, 2015; Truong andMcColl, 2011). The consumption ofmaterial goods is amechanism
by which consumers can satisfy these higher order needs (Jin et al., 2015; Mende et al., 2018;
Truong, 2010). Apart from using domestic products and brands, these consumers now desire
foreign and imported products and brands, which they believe will satisfy their higher order
needs (Chaudhuri et al., 2011; Geiger-Oneto et al., 2013; Ward and Dahl, 2014). This is further
fuelled by the availability of such products on the market, where brands are becoming more
desirable and common than they were some decades ago (Lyons et al., 2019).
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Belk (1989) mentioned that there are various examples of luxury products being
consumed by the poor, who logically cannot afford such products. Some impoverished
consumers indulge themselves with luxury items during music festivals (e.g. they preferred
buying imported candy and liquor over necessities such as flour, meat and petrol). Similarly,
in some countries, particularly developing countries, buying imported goods and brands is
seen as being similar to buying luxury goods (Correia et al., 2016). Often, these imported
foreign goods or brands from Western countries are desired for those luxury consumption
purposes (Kim et al., 2002;Walters and Carr, 2019;Weidman et al., 2009), and trends show that
a new lifestyle-consumption pattern—a global consumer culture—has emerged in many
developing countries, particularly in Asia, where consumers from all income brackets and
age levels engage heavily in buying luxury products (Chadha and Husband, 2006; Pino et al.,
2019; Seo and Buchanan-Oliver, 2015; Shukla et al., 2015) to demonstrate their status or
achieve a sense of belonging in society (Bellezza et al., 2016; Ger, 1997).
Due to cultural values, consumers in different cultures may differ in their attitudes and
purchasing decisions with regard to luxury brands. In order to gain recognition, approval or
acceptance from reference groups in some societies, consumers employ their purchasing
behaviour, and in Asian cultures, indulging in conspicuous consumption is especially potent
(LeMonkhouse et al., 2012; Pino et al., 2019). This phenomenon is perceived as ameans through
which to achieve a higher social status rather than it being based on the economic or
physiological utility of products (Bilancini and Boncinelli, 2019; Bagwell and Bernheim, 1996;
Corneo and Jeanne, 1997; Sebald and Vikander, 2018). Chadha and Husband (2006) have
described how this luxury culture has spread throughout Asia. While Maslow’s hierarchy of
needs is useful for a basic understanding of human needs, exploring cultural factors and value
orientations can improve our understanding of the motivations behind the consumption of
luxury products and conspicuous consumption. In Southeast Asia, conspicuous consumption
is increasingly becoming a culturally acceptable mode of communicating wealth and class
affiliation, both of which are important values for Asian consumers (Eng and Bogaert, 2010;
Heaney et al., 2005; Park et al., 2008; Wan-Ismail et al., 2016; Wong and Ahuvia, 1998). While
conspicuous consumption may be global, perceptions of its desirability seem bound by local
cultural values. Previously, branded culture studies have examined consumers with high
income levels, as the behaviour of purchasing branded and luxury items is generally
associated with individuals who earn a high income (Dubois and Duquesne, 1993). Research
by Phau and Cheong (2009) shows that consumers aged between 30 and 50 years old were
previously the most important market segment for luxury goods. More recently, however,
another importantmarket segment has emerged that has not received sufficient attention from
researchers on branded shopping and luxury brands: Generation Y (Gen Y), also referred to as
the “youth market” (Kueh and Voon, 2007; Ladhari et al., 2019).
The symbolic and status-related consumption practices of adult consumers have been
explored in depth, but much less attention has been paid to young emergent consumers
(Giovannini et al., 2015; Shukla, 2008; Xu, 2008). Most research on youth consumers has
focused on their demographics and attitudinal characteristics, not on their consumption
motivations and behaviours. Some studies have examined youth consumers or Gen Y
consumers, including their attitudes towards advertising (Bardhi et al., 2010), celebrity
endorsers (Bush Alan et al., 2004; Dix et al., 2010; Ladhari et al., 2019; Stevens et al., 2003) and
corporate sponsorship (Bennett and Lachowetz, 2003; Dalakas and Kropp, 2002; Kaikati and
Kaikati, 2004). In line with this, other studies have focused on the shopping styles of youth
consumers, how these consumers make their purchasing choices and the underlying factors
that motivate Gen Y. Considerable research has highlighted that the consumption behaviour
of Gen Y is not only limited to conspicuous products such as luxury cars (Sundie et al., 2011),
luxury fashion (Casidy et al., 2015) and cosmetics (Stępien et al., 2018; Stockburger-Sauer and





and Jang, 2014). Normally, this conspicuousness not only reflects the quality of the service
offered but also the upscale features that may be found in the service, such as those offered in
cafes, restaurants and hotels (Kim and Jang, 2014). It has been shown that Gen Y consumers
have a stronger demand for upscale features (Yang and Lau, 2015). However, Friedman (2014)
argues that changes in social class may result in unpredictable identities, thus causing those
in society to feel inadequate or lack a sense of belonging to any social class. Such anxiety and
uncertainty in terms of social identity and due to social mobility eventually elicits a further
question: Will Gen Y Malaysians engage in conspicuous consumption based on factors
outside of the value orientations tested in our study?
In essence, despite the growing body of literature on conspicuous consumption, little is
known about conspicuous consumption among Gen Y, especially in developing countries in
Asia. Although numerous consumer studies have focused on Gen Y consumers from
Australia (e.g. Hourigan and Bougoure, 2012; Kamineni, 2005; O’Cass, 2004), America
(e.g. Bakewell andMitchell, 2003; O’Donnell, 2006; Sullivan and Heitmeyer, 2008) and Europe
(e.g. Bakewell et al., 2006; Ko et al., 2007), these findings cannot be generalized across
countries, as different characteristics among individuals in different age cohorts with
different cultures (Solomon, 2004) affect consumption behaviour (Rushton, 1988). As
conspicuous consumption is normally associated withWesterners who have values different
to those of Asian people, there is a need to understand conspicuousness in both Asian and
Gen Y consumers (Hennigs et al., 2012; Hofstede, 2011; Semaan et al., 2019; Sun, 2011).
Thus, we need to understand the values that these Gen Y consumers hold as well as their
orientations. It is important to understand the relationship between values and behaviour in
the context of foreign global brands consumption among Southeast Asian Gen Y consumers.
This study aims to understand the importance of value orientation for conspicuous
consumption in the youth market segment of Southeast Asia, particularly in Malaysia. The
focus is on understanding three different types of values—cultural values, material values
and religious values—relating to conspicuous consumption behaviour. Subsequently, by
addressing this phenomenon, this study could provide a broader understanding of what
influence conspicuous consumption has on Asian society, since Gen Y consumers comprise
an important market segment with high spending power (Kim, 2019; Rugimbana, 2007). A
more profound understanding of the relationship between values and behaviour and
conspicuous consumption may also aid marketing managers to devise more focused
marketing strategies and thus allocate marketing resources more efficiently, as it will make
them more aware of the buying power of the Malaysian Gen Y market.
This study is organized as follows. First, we present a review of the relevant literature,
followed by a detailed description of the research framework. Next, we discuss the methods
used to collect and analyse the data, and then we state our results. Finally, we present the
research implications and limitations and suggest directions for future research.
2. Literature review
The literature review is organized around three distinctive value orientations: (1) cultural
values with four specific dimensions (collectivism, masculinity, uncertainty avoidance and
power distance), (2) material values and (3) religious values, and its effects on conspicuous
consumption leading to seven hypotheses.
2.1 Cultural values
Conspicuous consumption and its association with status-seeking behaviour are strongly
related to culture. The four cultural dimensions of collectivism, masculinity, uncertainty
avoidance and power distance are associated with the motives for engaging in conspicuous
consumption behaviour.
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2.1.1 Collectivism/individualism and conspicuous consumption. Previous studies have
shown differences between collectivist and individualist cultures when consumers from these
cultures evaluate luxury products (Ali et al., 2019; Shukla and Purani, 2012; Stathopoulou and
Balabanis, 2019; Sung et al., 2019; Teimourpour and Hanzaee, 2011; Yoo et al., 2011).
Conspicuous consumption is prevalent among collectivist cultures due to many brand-
conscious consumers wanting to buy more expensive and well-known brands to gain more
recognition from their communities (Sung et al., 2019; Teimourpour and Hanzaee, 2011).
Collectivist consumers use brands to reassert their similarity with members of their reference
group and cement their sense of belonging (Sung et al., 2019). Since collectivist consumers are
more brand-conscious, such culture influences their buying behaviour, and they are more
focused on conspicuous consumption. This is also true for Gen Y consumers, as they aremore
concerned with buying luxury brands based on others’ opinions rather than on their own.
Young consumers’ decision-making processes are normally influenced by their collective
groups. Studies have shown that group influence is stronger for publicly consumed luxury
goods (Kim and Jang, 2014; Vigneron and Johnson, 2004) through positive word of mouth
(Algesheimer et al., 2005) and sharing information about what brands are considered
expensive and exclusive (Shimul and Phau, 2018; Vigneron and Johnson, 2004). Malaysia is a
collectivist society (DeMooij and Hofstede, 2010; Hofstede, 1980; Triandis, 1995) where group
conformity, social status (Jain et al., 2017) and a sense of group belonging are emphasized
(Aliyev and Wagner, 2018; Teimourpour and Hanzaee, 2011). Thus, we should expect a
collectivist society to engage more in conspicuous consumption. Thus, the following
hypothesis is proposed:
H1a. Collectivism is positively related to conspicuous consumption for Malaysian Gen Y
consumers.
2.1.2 Masculinity/femininity and conspicuous consumption. Masculine-oriented individuals
are status-seekers and emphasize the acquisition of money and possessions as the symbol of
success (Ogden and Cheng, 2011). They have a strong aesthetic sense in terms of their vanity
and enjoy shopping, fashion and beauty products Simpson (1994, 2004). They purchase
status goods more frequently, as they believe that status goods highlight their achievements
and success, as they place value onwealth andmaterial success (Ogden and Cheng, 2011; Yoo
et al., 2011). They also tend to buy expensive jewellery andwatches aswell as other expensive
products for their homes. Masculine-oriented individuals more often prefer to buy foreign
goods, because they believe that owning a foreign product will impress others (Hofstede,
2001). They tend to be conspicuous in their consumption and prefer wearing very expensive
products to express their status and style (Attwood, 2005).
In contrast, feminine-oriented individuals place more value on life-satisfaction and welfare
and focus on modesty, tenderness, non-material qualities, caring for others and preservation
(De Mooij, 1998; Hofstede, 2001; Hofstede et al., 2010; Yoo et al., 2011). They are less likely to
show their status through material goods and wealth. Feminine-oriented cultures have equal
roles, regardless of gender. These individuals tend to share every decision-making processwith
their partners, especially purchasing decisions, and place more value on homemade goods
because they think that foreign goods are less attractive or appealing than domestic goods
(Hofstede, 2011). They wear cheap watches and buy less jewellery, as they do not want to use
products to impress others (Hofstede, 2011). They tend to show less interest in status and
luxury products (De Mooij, 2010). However, a study of females in the Arabian Gulf who falls
under the femininity culture highlights a contrast where, in luxury consumption, these women
preferred to use material goods to associate themselves with elite groups (Semaan et al., 2019).
Malaysians, as citizens of a more feminine-oriented society, are expected to be less
concerned with symbols of success and status. They are less interested in buying foreign





luxury products (De Mooij, 2010) for conspicuous purposes. They engage in more
relationship-oriented purposes than goal-oriented purposes when making decisions on
consumption. Thus, happiness and a sense of contentment are more important than showing
off or being conspicuous (De Kerviller and Rodriguez, 2019). In addition, studies have shown
that luxury brands are highly correlated with high levels of masculinity (De Mooij, 2010) and
that status purchases are generally found more frequently in masculine cultures (Benli and
Ferman, 2019; Shimul and Phau, 2018). Thus, the following hypothesis is proposed:
H1b. Masculinity is positively related to conspicuous consumption for Malaysian Gen Y
consumers.
2.1.3 Uncertainty avoidance and conspicuous consumption. Foreign goods may be seen as
risky to some consumers as the goods are of unknown quality. People with low uncertainty
avoidance consume more status goods and tend to have a high tolerance for consuming
foreign goods (Eastman et al., 2018). People with low uncertainty avoidance are flexible: they
can adapt to uncertain or ambiguous situations (Boonchoo and Thoumrungroje, 2017;
Hofstede, 2011; Hofstede et al.,2010; Jung and Shen, 2011; Yoo et al., 2011). They are more
optimistic and trusting and show higher adoption rates of unfamiliar products or brands
(Samli, 1995). Therefore, they accept the risk and uncertainty associated with foreign goods.
They are also more willing to try new risky products such as unknown brands or new brands
(Baumgartner and Steenkamp, 1996; Zhao et al., 2018). They also tend to invest in risky
products when they believe they can gainmoney, especially in stockmarkets (Hofstede, 2011;
Yoo and Donthu, 2005). People with low uncertainty avoidance are often not well groomed
because they believe people should look at who they are and not at what they are wearing.
People with a high level of uncertainty avoidance are rigid: they try to avoid uncertainty
by creating ways to protect themselves from risky situations. Hofstede (2011) defined the
uncertainty dimension as the degree to which one feels threatened by ambiguous situations
or uncertain conditions, and the degree to which one attempts to avoid such situations
(Hofstede, 2011; Yoo et al., 2011). People with high uncertainty avoidance try to avoid
uncertain situations by establishing formal rules and creating a more structured
environment. They expect people to follow the rules so that everything remains under
their control, especially at work. They tend to avoid confrontation with people who have
unexpected ideas or display abnormal behaviours.
For foreign goods, people with high uncertainty avoidance may avoid buying products
they perceive as risky (Benli and Ferman, 2019; Samli, 1995; Teimourpour and Hanzaee,
2011). They tend to be more local-brand loyal consumers. Hence, only if they feel comfortable
with a particular brand, they will continue to purchase it. As might be expected, it is difficult
to persuade them to try new products because they arewary of new goods they are unfamiliar
with. They are reluctant to search for information regarding newly released products or when
purchasing products, especially foreign ones. Thus, for the first timers, they need to lessen the
uncertainty of any doubtful quality, unconvincing efficiency and dissatisfaction of
purchasing foreign products (Dadgar et al., 2017; Hudson et al., 2015; Yoo and Donthu,
2005). Therefore, the following hypothesis is proposed:
H1c. Uncertainty avoidance is positively related to conspicuous consumption for Gen Y
Malaysian consumers.
2.1.4 Power distance and conspicuous consumption. Power distance relates to the power of one
person over others. It is the extent to which the less powerful members of organisations and
institutions (families) accept and expect that power is distributed unequally. Inequalities in
power can be seen in prestige, wealth and power (Hofstede et al., 2010; Salman et al., 2014;
Teimourpour and Heidarzadeh, 2011). High power distance individuals tend to portray their
power and status through wealth accumulation (Eastman et al., 2018). The easiest way to do
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so is through buying foreign goods as foreign goods are treated as luxury goods and used to
portray one’s status. Research shows that consumers in developing countries tend to perceive
imported products as conspicuous consumption and these consumers often regard foreign
products as status symbols (Batra and Sinha, 2000; Kitayama and Marcoux, 1991;
Teimourpor and Hanzee, 2011). Status is acquired to highlight an individual’s power and
position, which are themost important factors in high power distance cultures. Thus, status is
significantly related to power distance (Boonchoo and Thoumrungroje, 2017; De Mooij, 2010;
Yoo et al., 2011).
For high power distance cultures, appearance and status become primary objectives.
Everyone has a rightful place in a social hierarchy. The rightful place concept is important in
understanding the chains of global brands. This is because social status and power must be
clear and demonstrated in society so that others can show proper respect (Teimourpour and
Hanzee, 2011). The easiest way to highlight one’s status is through global brands. Global
brands are used as a mechanism to differentiate oneself from others (Shimul and Phau, 2018).
In fact study has shown that, power distance had significant effect on conspicuous
consumption (Benli and Ferman, 2019). As a consequence, cultures with high power distance
are likely to engage in conspicuous consumption behaviour. The fourth hypothesis is thus:
H1d. Power distance is positively related to conspicuous consumption for Gen Y
Malaysian consumers.
2.2 Material values
Materialism is a value in which material goods play a central role in a person’s life (Martin,
1993) and such individuals place a high value on acquisition (Fournier and Richins, 1991;
Podoshen and Andrzejewski, 2012) and believe that the possession of certain goods will
provide the greatest life satisfaction (Belk, 1985; Martin, 1993). Materialistic people value
things and achievements more than they value people or relationships (Wong, 1997). People
higher inmaterialism desire higher incomes andwant to spendmore on themselves (Donnelly
et al., 2012; Otero-Lopez and Villardefrancos, 2013).
Richins and Dawson (1992) stated that materialistic people use material goods to display
their success, status or prestige to others. Materialist-oriented people place greater
importance on the acquisition and possession of goods and services to increase their social
status. This is closely related to the idea that possession is a way of defining success.
Research on materialism supports the notion that people make inferences about others’
success partly based onwhat they own (Scott et al., 2014; Yang andMattila, 2016).Materialist-
oriented people tend to purchase more luxury goods than others because indulging in luxury
goods is positively associated with status as they tend to be portrayed through the material
display of wealth (Belk, 1985; Yang andMattila, 2016). Studies have shown that those high in
materialism place a higher value on expensive items and associate such items with success
(Dev et al., 2018; Kapferer and Valette-Florence, 2019). Such people place more value on the
social meaning of goods and feel that goods (especially luxury goods) are the most effective
mechanism to communicate certain meanings and project their identity (Fitzmaurice and
Comegys, 2006) as symbols of success and achievement (Jankovic and Dittmar, 2006).
Besides success, materialism is also associated with life satisfaction and happiness.
Huddres and Pandelaere (2012) found a strong positive relationship between luxury
purchases and life satisfaction among highly materialistic people. Furthermore, attachment
and possession were positively related to happiness (Dingus, 2014), enhancing happiness
through spending and buying products (Twitchell, 1999). As individuals’ material value
increases, consumers tend to own and possess more items (Brown et al., 2016). Furthermore,
prior studies on consumer research in various countries such as Western Europe, Turkey,





acquiring and possessing items to symbolise their more affluent lifestyles (Arndt et al., 2004;
Ger and Belk, 1996; O’Cass, 2004; Sangkhawasi and Johri, 2007; Siahtiri and Lee, 2017).
Materialistic consumers aremore inclined to consume luxury goods than lessmaterialistic
consumers are. Buying luxury goods leads to enhanced positive mood, diminished negative
feelings and increased life satisfaction (Dingus, 2014; Hudders and Pandelare, 2011).
Materialism is normally found in individualistic cultures (Souiden et al., 2011; Wong, 1997;
Wong and Ahuvia, 1998); however, this value also seems to have entered collectivistic
cultures. For example, Chen et al. (2005) found that Chinese immigrants in Canada purchase
luxury brands for materialism, ostentation and status. As this group of people is normally
associated with a collectivistic society, the findings show the different perspective between
materialism and individualism vs materialism and collectivism. With the growing rise in
consumer spending and economic power in Asian societies, it is important to understand this
consumer culture. A cross-cultural study by Podoshen et al. (2011) on young adult consumers
(18–35-year-olds) in China and the United States showed that young Chinese adults scored
higher compared to US consumers in materialism and conspicuous consumption. In addition,
this group of consumers (young adult or Gen Y consumers) has a “possession obsession”
towards status consumption (Badaoui et al., 2012; Kim and Jang, 2014; Pinto et al., 2000). Thus,
conspicuous consumption is on the rise among East Asian people (Podoshen et al., 2011;
Wong and Ahuvia, 1998). Therefore, we argue that:
H2. Materialism is positively related to conspicuous consumption for Gen Y Malaysian
consumers.
2.3 Religious values
Religiosity (religious values) is different from religion in that religiosity can be defined as “the
extent to which one ascribes to the beliefs, experiences, and rituals of a religion” (Tan and
Vogel, 2008, p. 833). Religious values have been shown to impact consumers’ purchasing
decisions (Shah-Alam et al., 2011). This is consistent with Delener (1994), who stated that
religiosity influenced consumer decision making. Past research has shown that religiosity
has a significant influence on consumer attitudes, values and behaviours (Eid, 2013; Zamani-
Farahani and Musa, 2012). However, there are still gaps in the literature that deserve further
research due to the limited evidence on the link between the level of religiosity and consumer
behaviour, especially among young consumers (Rahman et al., 2016). Religiosity, regardless
of any specific religion, may have an important influence on consumption behaviour
(Cleveland et al., 2013).
Furthermore, Mokhlis (2009a, b), investigating the influence of religiosity on consumer
shopping behaviour in Malaysia, found that there are significant differences in consumers’
shopping behaviour among Malaysian consumers with different levels of religiosity. Highly
religious individuals weremore likely to be concernedwith the price and quality of goods and
were less likely tomake impulse purchases. A study by Shah-Alam et al. (2011) suggested that
religiosity had a significant influence on consumers’ spending (i.e. religious consumers tend
to spend moderately). Thus, conspicuous consumption behaviour related to the consumption
of publicly visible products to highlight status would be less evident among more religious
people. Additionally, religious consumers were less materialistic (Burroughs and Rindfleisch,
2002) and religious values influence people to make economic purchase decisions (Rahman
et al., 2016). Therefore, the study proposes the following hypothesis:
H3. Religious values are negatively related to conspicuous consumption for Gen Y
Malaysian.
Our conceptual model is depicted in Figure 1 and summarizes the relationships between the
constructs.
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3. Methodology and analysis
All the measures used in the questionnaire were adopted from previous research. For the
personal cultural orientation scale or the individual cultural values scale (CVSCALE), the
measure was taken from Yoo and Donthu (2005), which originated from Hofstede’s (1980,
2011) dimensions. It is consistent with Hofstede’s scale but extends it from cultural values at
work to cultural values in consumer behaviour. The difference between Hofstede’s scale and
Yoo and Donthu’s scale is that the former measures cultural orientation at the national level
whereas the latter measures it at the individual level.
The material values scale was adopted from Richins and Dawson (1992). This scale has
been widely adopted and tested cross-culturally such as by Evrard and Boff (1998),
Burroughs and Rindfleisch (2002), Mick (1996), Shrum et al. (2005) and Wong (1997). To
measure religious commitment, the religious commitment inventory (RCI-10) developed by
Worthington et al. (2003) was employed. The RCI-10 measures both motivational and
behavioural commitment to a religious system. The items involved both cognitive and
behavioural components. In the context of multi-cultural and religious countries such as
Malaysia, the scale is suitable because it does not link to any specific religion. Mokhlis (2010),
for example, used this religiosity scale in the context of Malaysia and has reported that the
scale is highly reliable.
Selected brands were listed as stimuli in the study. The choice of brand stimuli was based
on three criteria: first, the extent to which the brands were widely available and accessible in
the shopping mall in Klang Valley, Malaysia; second, the degree to which the target
respondents were familiar with the brands; and third, whether the respondents had
purchased one or more global brands in the past several years. Based on Dubois and
Paternault’s (1995) study, we selected 12 brands as stimuli, which included Bulgari, Cartier,
Pierre Cardin, Chanel, Christian Dior, Givenchy, Gucci, Hermes, Lacoste, Lancome, Estee
Lauder and Louis Vuitton.
In addition, to meet the needs of Gen Y consumers, well-known international brands such

















as Sony, Apple and Samsung. These brands were chosen as they best represent conspicuous
consumption behaviour among university students (Acikalin et al., 2009) and social visibility
is present as the “public is aware of the behavior and has the opportunity to decode its
meaning” (Fisher and Price, 1992, p. 477).
Since conspicuous consumption is a multidimensional construct and depends on social
referents, we selected a scale that had been developed, tested and evaluated for reliability by
Marcoux et al. (1997). This scale consisted of 18 items relating to five constructs and was
based on the theory of reason for buying byWoods et al. (1985), the meaning of consumption
by Tharp and Scott (1990) and consumption values by Sheth et al. (1991). The only change
made for this study was that the phrase “Western goods” was changed to “foreign goods”.
To test our hypotheses, the data was collected using a convenience sample technique from
262 undergraduate students at three universities in Malaysia. The students were enrolled in
general education courses such as marketing, fashion, engineering, science and culinary arts.
Although this cohort could pose limitations related to the generalizability of the findings, this
population has certain shared characteristics in terms of age, interests and experience with
luxury brands and technology. In addition, since the purpose of this studywas to examine the
purchasing attitudes of Malaysian Gen Y university-age students, it was appropriate to use
students as our study sample. We distributed the questionnaires randomly at three
established universities in Kuala Lumpur, Malaysia.
Gen Y consumers are usually classified as those born between 1977 and 1994 (Giovannini
et al., 2015; Grotts and Widner Johnson, 2013; Harrington et al., 2012; Kim and Jang, 2014;
Wolburg and Pokrywczynski, 2001), although a study by Goldgehn (2004) classified Gen Y
individuals as those born between 1981 and 2000. However, in a study by Kueh and Voon
(2007), students attending pre-university and undergraduate programmes were chosen to
represent Malaysian Gen Y individuals (Rahman et al., 2016). Thus, based on age, youth or
Gen Y, our consumers were between 18 and 31 years old as of 2018.
4. Results and findings
A total of 262 valid responses were obtained in this study. Of these, 118 were male and 144
were female. Thus, the sample consisted of slightlymore female respondents (55%) compared
tomale respondents (45%). Themajority of the respondentswere between 18 and 20 years old
(58.4%). Thus, the respondents were a good fit for a study focused on university-age
consumers. This study was similar to many others in its use of students; Yavas (1994) also
proposed that student sampling can be representative of consumers in general.
The distribution of the sample showed some consistencies with the overall ethnic
composition of the study (Abdul-Latif and Abdul-Talib, 2017). The ethnicity of participants
was also fairly evenly divided between Malay (41.6%) and Chinese (47.7%), with the rest
being Indian or other. In terms of religion, the largest population of the respondents was
Muslim, accounting for 41.6% of the total sample, followed by Buddhist (38.2%), Christian
(15.6%) and Hindu (4.6%). The distribution of the subjects with respect to demographics is
presented in Table 1.
In the initial analysis stage, this study used SPSS to check for normality and common
method variance (CMV). PLS-SEM mostly make no assumption about data distribution;
however, it is worthy to consider the distribution when dealing with PLS-SEM as data that
are not normal prove a problematic in the assessment of significances when running the
bootstrapping (Hair et al., 2017). Thus, researcher should examine two measures of
distribution which are skewness and kurtosis (Hair et al., 2017). The two measures of
distributions namely skewness and kurtosis were examined within the threshold value of±1
respectively as suggested by Hair et al. (2017). Based on the threshold value of ±1 for
skewness and kurtosis, the result of the normality test revealed that the distribution of the
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data is normal within the range of ±1, indicating that the assumption of normality was not
violated as presented in Table 2.
Furthermore, the CMV is the most common concern for survey research (Malhotra et al.,
2017). Since the data used in this study was collected from a single source and was subjective
self-report data, assessing the threat of CMV was crucial to ensuring that the variance in the
data was not explained by one single factor (Podsakoff et al., 2003). Thus, a post hoc Harman
single-factor analysis procedure was used to address the potential problem of CMV. In this
method, all items from every construct are loaded into a factor analysis to check whether one
single factor emerges or whether single general factor results to the majority (50%) of the
covariance among the variables (Fuller et al. (2016); if no single factor emerges and accounts
formajority of the covariance, this means that CMV is not a pervasive issue in the study. This
test was done by using principal factor analysis (PFA) in SPSS by entering all items of
understudy constructs into factor analysis and run the PFA also known as principal axis
factoring analysis. Based on the result, the single factor extracting was 38.84% of the total
variance, of which cannot be considered significant as it is not above 50% of the covariance






















Statistics Std. error Statistics Std. error
Individualism/collectivism 0.925 0.150 0.157 0.300
Masculinity 0.929 0.150 0.043 0.300
Uncertainty avoidance 0.863 0.150 0.973 0.300
Power distance 0.705 0.150 0.369 0.300
Materialism value 0.670 0.150 0.415 0.300
Religious value 0.947 0.150 0.944 0.300
Attitude towards luxury brand 0.182 0.151 0.108 0.300









from common bias and was unlikely to inflate the relationships between variables measured
in the study, as suggested by Podsakoff et al. (2003).
The subsequent analysis employed the partial least squares method using SmartPLS
software version 3.0 and assessed the measurement model (validity and reliability) and
structural model (testing the relationship among variables) to finalize the result. Under the
measurement model, two types of validity were assessed, namely convergent and
discriminant validity. As suggested by Hair et al. (2017), factor loading and average
variance extracted (AVE) were used to assess convergent validity. The results are shown in
Table 3.
Table 3 presents the indicator loading, composite reliability (CR) and AVE of the
constructs. All loadings which exceed the recommended value of 0.708 (Hair et al., 2017) were
retained. Items COL4, MAS4, UA1, UA5, PD1, PD2, SUC1, RC1, RC2 and ATLB1 were below
the threshold value of 0.708. According to Hair et al. (2017), indicator loadings between 0.40
and 0.70 should be considered for deletion only if the deletion will lead to an increase in CR
Variables Items Loadings CR AVE Convergent validity
Collectivism/individualism COL 1 0.794 0.770 0.529 YES
COL 2 0.739
COL 4 0.641
Masculinity MAS 1 0.759 0.814 0.599 YES
MAS 3 0.906
MAS 4 0.631




































and AVE. In this study, indicator loadings below the threshold value were retained because
they complemented the CR that was above 0.70 and the AVE that was above 0.50 (Table 3).
However, items COL3, COL5, COL6, PD5, MV3, MV6 and RC3 were deleted due to low
loading. Moreover, all the eight constructs met the threshold value for CR and AVE after the
process of item deletion. It was concluded that the constructs met the reliability and
convergent validity of the model assessed.
With the confirmation of convergent validity, we proceeded to the assessment of
discriminant validity. Discriminant validity indicates that a construct is unique in measuring
a construct in such a way it cannot capture by other construct (Hair et al., 2017). Henseler et al.
(2015) proposed heterotrait–monotrait ratio of correlations (HTMT) approach to assess
discriminant validity and suggest 0.85 (Kline, 2011) and 0.90 (Gold et al., 2001) as useful
starting points. Second, HTMT can serve as the basis of a statistical discriminant validity
test, refer to as HTMTinference using the bootstrapping procedure. This allows for
constructing confidence intervals for the HTMT in order to test the null hypothesis (H0:
HTMT ≥ 1) against the alternative hypothesis (H1: HTMT < 1). A HTMTinference containing
the value of one (1) indicates a lack of discriminant validity. Conversely, if the value is below
one (1), this suggests that the two constructs are empirically distinct.
As shown in Table 4, all the values fulfilled the criterion of HTMT90 (Gold et al., 2001) and
HTMT85 (Kline, 2011). This indicated that discriminant validity had been ascertained.
Besides, the result of the HTMTinference also showed that the confidence interval bias did not
show a value of 1 on any of the constructs (Henseler et al., 2015), which also confirmed
discriminant validity.
Henseler et al. (2014) introduced the standardized root mean square residual (SRMR) as a
measure of fit for PLS-SEM that can be used to avoid the model misconception, which is the
difference between the observed correlation and the model-implied correlation matrix. Thus,
it allowed an assessment of the averagemagnitude of the discrepancies between the observed
and expected correlations as an absolutemeasure of (mode) fit criterion (Ramayah et al., 2018).
A value less than 0.10 or 0.08 (in a more conservative version) is considered a good fit. Based
on the results shown in Table 5, the SRMR values were 0.068 and 0.068, indicating that the
model had considerably good fit for a saturated model and an estimated model.
The next analysis was the assessment of the structural model. Before the assessment of
structural model, it was crucial to ensure that there was no collinearity issue in the model.
Table 6 presents the collinearity test. All the inner variance inflation factors (VIF) of the
variables predicting a construct that needed to be examined for later collinearity were less
than the suggested value of 3.3 (Diamantopoulos and Siguaw, 2006), signifying that
multicollinearity was not an issue in this study (Hair et al., 2017).
Table 7 illustrates the results of the path-coefficient assessment via a bootstrapping
procedure for the hypothesized relationship, assessment of coefficient of determination (R2),
the effect size (f 2) and the predictive relevance (Q2) of exogenous variables on endogenous
variables in this study. The results revealed that collectivism (β 5 0.149 and p < 0.05) and
materialism (β 5 0.442 and p < 0.05) were positively and significantly related with
conspicuous consumption; thus, H1a and H2 were supported. Uncertainty avoidance
(β 5 0.155 p < 0.05), although significant, had a negative relationship with conspicuous
consumptions; thus, H1c was not supported. Surprisingly, masculinity (β 5 0.085 and
p > 0.05) and power distance (β 5 0.11 and p > 0.05) were not significantly related with
conspicuous consumption; thus, H1b and H1d were not supported. Lastly, religious value
(β 5 0.042 and p > 0.05) was positively but not significantly related with conspicuous
consumption; thus, H3 was not supported.
The value for the coefficient of determination (R2) was 0.275. This suggested that the
exogenous variables, namely collectivism, masculinity, uncertainty avoidance, power













































































































































































































































































































































































































































































































































































Each of the exogenous variables (collectivism, f 25 0.030; masculinity, f25 0.008; uncertainty
avoidance, f 25 0.028; power distance, f 25 0.000; materialism value, f 25 0.237; and religious
value, f 25 0.002) had a small-to-medium size effect on the endogenous variable. Overall, the
Q2 value was 0.190 for conspicuous consumption, which was larger than 0 (Hair et al., 2017),
suggesting that all exogenous variables possessed a predictive relevance towards the
endogenous variable.
5. Discussion and conclusion
The purpose of this research was to examine conspicuous consumption behaviour among
Gen Y consumers in Malaysia and explore the relationship between cultural variables,
materialism and religiosity. Our discussion provides three perspectives, beginningwith value
orientation, which significantly influences conspicuous consumption (materialism), alongside
insignificant values (cultural and religious values). We position our study by raising the


















error T-value Decision R2 F2 Q2
H1a Collectivism → conspicuous
consumption
0.149 0.069 2.174 Supported 0.275 0.030 0.190
H1b Masculinity → conspicuous
consumption






0.155 0.063 2.472 Not
supported
0.028
H1d Power distance → conspicuous
consumption
0.011 0.069 0.163 Not
Supported
0.000
H2 Materialism value → conspicuous
consumption
0.442 0.061 7.297 Supported 0.237
H3 Religious value → conspicuous
consumption















pertinent question of “Seriously, Conspicuous Consumption?” to establish a clear
understanding of whether Malaysian Gen Y individuals are conspicuous consumers and, if
they are, which of the three valuesmatter themost. Notably, Rahman et al. (2017a, b) observed
that the phenomenon of conspicuousness has escalated among the buddingmiddle classes of
developing countries. Considering such heightened patterns of consumerism, our discussion
will focus on Gen Y and Malaysia as an emerging market and will help illustrate the current
trends in the Asian region for conspicuous consumption (Ariffin et al., 2012; Mat, 2016; Phang
et al., 2016; Wai and Osman, 2019). The discussion is followed by a presentation of the
theoretical and practical implications, a conclusion and directions for future research.
Materially, our study showed that the patterns of conspicuous consumerism are prevalent
in Malaysian Gen Y society, as it appreciates and is persuaded by materialism. The degree of
conspicuousness can be seen in both social and public space and influences the decisions of
Gen Y consumers to purchase products. In Asian cultures, for consumption to be
conspicuous, it must take place during a social event (i.e. it must be publicly witnessed by
other consumers). To support this, previous studies have shown that Asian consumers are
moving towards conspicuous consumption behaviour (Mat, 2016; Chen, 2019; Chen et al.,
2005; Kuisma, 2008; Kwak and Sojka, 2010; Le Monkhouse et al., 2012; Park et al., 2008;
Prendergast and Wong, 2003; Wai and Osman, 2019). As aptly pointed out by Belk,
“materialism has been viewed as the importance one attaches to worldly possessions” (1984,
p. 291) and has been reported to influence consumer spending and engagement in
conspicuous consumption (Pinto et al., 2000; Watson, 2003). Patsiaouras and Fitchett defined
conspicuous consumption as “the competitive and extravagant consumption practices and
leisure activities that aim to indicate membership to a superior social class” (2012, p. 154).
Evidently, these two definitions illustrate the findings of our study, where Malaysian Gen Y
individuals demonstrate the effects of materialism on their preferences for engaging in
conspicuous consumption. As supported by Phau andWoo (2008), we all live in a consumerist
culture where consumption is viewed as a way to express and create self-identity and/or
social status. Althoughmaterialists may engage in these conspicuous consumption practices,
this relationship is not deterministic. Materialism involves the desire for more, but the nature
of that “more” is unspecified (Richins, 2017) and needs further exploration.
Culturally, when assessing the effects of cultural factors on conspicuous consumption
behaviour, significant associations were only found in relation to collectivism. This shows
that Gen Y consumers in Malaysia strongly value collectivism and believe that identification
with a group is important, especially when engaging in conspicuous consumption behaviour.
As such, the findings of this study show that once a member of this group buys a certain
foreign brand, then other members of the group are likely to buy that brand as well. The
findings also show that Malaysian Gen Y consumers are likely to seek the opinions of others
before deciding to purchase certain foreign products and brands. In other words, Malaysian
Gen Y consumers engage in conspicuous consumption to signal their association with a
particular group (i.e. the elites). The purpose of publicly displaying and emphasizing
reference groups and word-of-mouth strategies is more effective in Malaysia in terms of
reinforcing the purchasing of foreign brands as a form of collective behaviour. Most Asians in
collectivist societies place more importance on family than people from individualistic
societies do, although they differ in their level of collectivism (Kau et al., 2004; Rahman et al.,
2017a, b). Thus, in our study, we confirm that Malaysian society is becoming more
materialistic, whereby such values are becoming collectively ingrained in GenY, thus leading
to conspicuous consumption.
However, we failed to find support for our hypotheses with regard to three cultural values
being predictors of individual conspicuous behaviour. In general, based on previous studies,
there is a clear theoretical argument that suggests it is problematic to apply stereotypical
predictors based on national culture or race to illustrate individual behaviour (McAlexander,
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1995; McCracken, 1986). Chung (2000) further suggests that there is a sub-culture in
consumerism patterns that gives rise to variations in group behaviour. As such, certain
predictors may fail to accurately illuminate consumers’ preferences and patterns of
behaviour when they are based on culture. Culture is defined as shared patterns of group
behaviour, and the behaviour of groups differs from one group to another (Hofstede, 1991). In
another study by Chung and Fisher (2001), they also failed to find support on culture as a
predictor when they examined the influence of ethnic identification on conspicuous
consumption amongst the migrant demographic of Hong Kong consumers. They suggest
that to use stereotypical predictors such as cultural values may not be reflective of the
behaviour to be tested, especially if it relates to subgroup consumption. In light of our study,
we are interested in understanding the phenomenon of conspicuous consumption of Gen Y,
who have their own characteristics, values and attitudes in terms of consumption habits,
tastes and preferences. To use a generic marker such as national culture to understand
conspicuous consumption may not provide relevant explanations based on cultural and
general assumptions.
Nonetheless, for the other three cultural dimensions (i.e. uncertainty avoidance, power
distance and masculinity), the results highlighted that they are not associated with
conspicuous consumption, thus contradicting our predictions. We offer several possible
explanations for this based on our understanding of the cultural values prescribed by
Malaysian society. Firstly, according to Sumaco et al. (2014), Malaysians show high levels of
uncertainty avoidance. Such a culture prescribes that people with low levels of tolerance for
ambiguous outcomes are reluctant to get involved in uncertain or risky situations, as it could
lead to high levels of anxiety. Given such attitudes and characteristics, individuals would
thus feel reluctant to make misleading or equivocal decisions, especially when purchasing
foreign products, as it is risky in terms of quality and value for money. Hence, in high
uncertainty-avoidance cultures, distrust occurs when encountering the unknown. This
constrains Malaysian Gen Y individuals from fully engaging in conspicuous consumption.
Secondly, our results showed that a power-distance culture is not significant for
conspicuous consumption. Linking this to the notion of globally branded products, the
Malaysian government inherently promotes local products. Since Malaysia is a high power-
distance culture, Malaysians accept a hierarchical structure with unequal power distribution,
possess a high disposition to complywith rules as prescribed by superiors and show obedience
to authority—all key elements for effective purchasing decisions. Our findings thus validate
that such cultural values could result in Malaysian Gen Y consumers being averse to
conspicuous consumption because theMalaysian government favours local goods and opposes
foreign goods (RM20mil to launch Buy Malaysian Campaign, 2018; Dr M urges Malaysians to
buy local products, 2019). As such, individuals need to evaluate such decisions before making
purchases, even by sacrificing their status-seeking activities linked to materialism.
Lastly, masculinity is not a predictive cultural value of conspicuous consumption
behaviour. Our hypothesis initially aimed to understand whether Gen Y consumers ascribed
to themasculine cultural value, as it characterizes competition, status andwealth acquisition,
potentially leading to conspicuous consumption. However, a study by Sumaco et al. (2014)
pointed out that Malaysians scored in the mid-range of the scale, making them feminine in
some respects, where relationships, being caring and having a good quality of life
substantiate their behaviour. Thus, it is unsurprising that Malaysian Gen Y individuals, in
subscribing to a feminine culture, failed to evidence the significant impact of masculinity on
conspicuous consumption. Despite the fact that other Asian societies are evidently engaging
in conspicuous consumption due to this masculine cultural value (Chen et al., 2019),
Malaysians in general have not ascribed to this value. Instead of achieving competitive






Evidently, Gen Y Malaysians have demonstrated their proclivity towards
conspicuousness, where materialist values have encouraged them to alter their behaviour.
They do have the need to show off, andwealth needs to be displayed as a symbol of being rich
and affluent, but this should be done through collective behaviours, not based on individual
flaunting and competitiveness. In other words, Gen Y consumers seem to display infectious
behaviourwithin society, where group references andword ofmouth are two basicmarketing
tools that can encourage individuals to behave conspicuously. A study of Qatari consumers
affirms this collectivist phenomenon by looking at the effects of certain domains, such as
being, belonging and becoming (Sharif et al., 2019). As a tribal society, the three domains help
to explain how purchasing expensive brands could build community relationships (thus
leading to a high sense of belonging) and distinctively identify the reasons why individuals
engage in conspicuous behaviour (i.e. due to group-oriented goals and hopes). Most
importantly, they found that rich Qatari consumers demonstrated multi-selves when
engaging in luxury consumption, which exhibited their social status to their reference group
and collective society.
In addition, our finding on cultural value-orientation also suggests that there is a value
migration that demarcates the different consumerism patterns between Gen X (Baby
Boomers) and Gen Y (Millennials). Such value migration resulted in the creation of a “pop
culture” that is quickly adopted by youngsters to portray a different lifestyle (Fiske, 2010). In
this respect, a pop culture could potentially be seen as objects, artefacts or products with
important commercial background that have consumption-centric goals (Werner, 2018). In
the context of conspicuous consumption, a pop culture is considered relevant because it
formulates a different type of attitudes and behaviours that illustrate the trending for Gen Y
consumerism patterns. Furthermore, this generational gap contributes to understandings of
how young consumers can be profiled, segmented, characterized and valued. It is important
to note that materialism is an important indicator of the prediction of the behaviour of young
consumers. Inherently, pop culture becomes transparent when youngsters engage with
interfaces such as media, films and celebrities (Bush Alan et al., 2004) as well as on social
media platforms such as Facebook, Twitter and Instagram (Thoumrungroje, 2014). Such
engagements could change and influence consumers’ mindsets, mental imagery and
perceptions of what is acceptable and unacceptable to purchase, and in this context, luxury
and foreign global products (Wilcox and Stephen, 2013).
Notably, Malaysia is an emerging market that appreciates affluent lifestyles and has
opulent tastes, distinctiveness in power and high-quality preferences (Ting et al., 2018).
Clearly, our study affirmed that purchasing decisions are affected by the group or collective
behaviour surrounding consumers when family members, close friends and colleagues are
engaging in luxury consumption. The cultural values that predominantly exist in society at
large may not be the best predictors of conspicuous consumption in the context of young
generations due to value migration (Jin et al., 2015; Wang and Lin, 2009). Young consumers
are known to be conscious of brands, trends and fads all identified by the pop culture that
separates them from older generations and functions as an indicator of status and class in
society. Pop culture arises from the generation that creates it rather than being imposed upon
individuals or inherited from previous generations (Storey, 2019).
Lastly, we hypothesized that a religious value-orientation would be negatively related to
conspicuous consumption. However, this was not supported. In general, religiosity has been
noted as an important factor in shaping consumer preferences in relation to purchasing
behaviour (Moschis and Ong, 2011). Religion exerts an important influence on buyer
behaviour and consumption (Essoo and Dibb, 2004) and influences purchasing decisions
(Muhamad andMizerki, 2010, 2013; Choi, 2010; Delener, 1990, 1994). The impact of religion on
purchasing decisions can vary according to how much a person adheres to a particular faith,
since religion indirectly influences attitude and value formation (Zakaria et al., 2015).
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Furthermore, studies have shown a significant relationship between religion and consumer
behaviour, especially shopping behaviour. Most research on religion and shopping behaviour
is based on the type of shopper (Essoo and Dibb, 2004; Mokhlis, 2009a, b) or shopping style
(Mokhlis, 2010), and most studies have focused on goods that only satisfy psychological
needs and have not focused specifically on religion.
In the context of conspicuous consumption, studies have shown contradictory findings
with regard to the effect religiosity has on consumer behaviour and their decisions. On one
hand, studies of Malaysia, Indonesia, Saudi Arabia, and Iran, among others (Ahmed et al.,
2013; Al Hyari et al., 2012; Alserhan et al., 2014; Arli et al., 2016; Dekhil et al., 2017; Kassim and
Zain, 2016; Teimourpour and Hanzee, 2011, 2014), all pointed out that religiosity does
influence the consumption of luxury products. As such, studies have clearly outlined that
religiosity could be a limiting or promoting factor for individuals to purchase luxury items
based on one’s religious guidelines and way of life. It is also known that analogous to Islamic
teaching, guidelines prescribe individuals to spend in moderation and avoid waste (Ashraf
et al., 2017). Contrary to this, other studies have argued that religiosity does not necessarily
affect luxury purchases, as consumers feel that they should maintain a balance between
being materialistic and religious (Alserhan et al., 2014). Both factors are not mutually
exclusive. Thus, consumers could make independent decisions without affecting their luxury
purchases. As Arli et al. (2016) aptly pointed out, being religious does not mean being anti-
materialist. Instead, religious consumers might purchase goods for quality and functional
purposes. This is supportive of ours and other empirical studies. For example, in a study of
Middle Easternmarkets where affluent lifestyles and extravagant behaviour are prevalent, it
was found that consumers’ level of religiosity does not influence their purchasing decisions
(Dekhil et al., 2017). To illustrate this further, a study by Sharif et al. (2019) showed that in
Qatar, consumers enjoyed purchasing luxury brands without repercussions for religion and
its teachings. Correspondingly, a study by Ashraf et al. (2017) in the context of the Pakistani
market has revealed that young consumers’ openness did not confound the effects of Islamic
teaching on purchases of luxury brands. Arguably, they mentioned that religion does not
deter consumers from engaging in conspicuous consumption. As suggested by Teimourpour
et al. (2017), other factors should be considered in determining the Islamic and non-Islamic
luxury markets. Furthermore, Mat (2016) suggested that some factors, such as brand image,
quality, patron status, attitudes and role models, play a crucial role in supporting
consumption.
6. Theoretical contributions
Overall, this study examines the influence of values on Malaysian Gen Y consumption
behaviour and determines which value orientation predicts conspicuousness. In essence, to
answer the question of whether Malaysian Gen Y engages in conspicuous consumption, we
arrive at an understanding that, given multi-value orientations, conspicuous behaviour can
be motivated and impacted by one value orientation and constrained by others. Hence, value
orientation offers an insightful explanation of one specific type of consumer behaviour in the
context of Asia as an emerging global market. Thus, our study provides two key theoretically
significant findings. In general, our findings provide insights into how the multi-value
orientations (i.e. cultural, material, and religious orientations) contribute to several bodies of
literature—namely, conspicuous consumption, international marketing and transcultural
marketing.
First, numerous previous studies have shown how conspicuous consumption is a
Western phenomenon based on Veblen’s (1899; 1994) theoretical lens. Materialism, leisure
spending and possessions are the pursuits of affluent societies and have thus become one





target wealthy consumers who are eager to signal their status by purchasing luxury and
global foreign products (Li et al., 2013; Stathopoulou and Balabanis, 2019). The
phenomenon is now spreading to Eastern countries (Chen, 2019; Wai and Osman, 2019;
Chen et al., 2005; Mat et al., 2016; Le Monkhouse et al., 2012; Kwak and Sojka, 2010; Park
and Rabolt, 2008; Kuisma, 2008; Prendergast and Wong, 2003), yet no conclusive
understanding exists as to whether multi-value orientations work in the same way with
Easterners to trigger their conspicuous consumption behaviour. As such, we explored the
Eastern region, using Malaysia as an emerging market, to understand which value
orientations influence conspicuous consumption behaviour. Our study further contributes
to previous studies of conspicuous consumption, where it was found that materialism is
the most significant value orientation that promotes conspicuous consumption behaviour
alongside one dominant cultural value (i.e. collectivism). In the context of Malaysian Gen Y
consumers, we concur that materialism leads to importance being placed on showing off or
displaying wealth through the possession of global foreign products and that such
decisions are based on collective influence (i.e. the use of reference groups and the power of
word-of-mouth advertising) (Khan et al., 2017).
Second, we use a different market segmentation, but an important one, to position our
study based on the global market trends of today (i.e. Gen Y, which is associated with the
“youth market”). Gen Y consumers from the Asian market are expected to engage in
conspicuous consumption behaviour and purchase global brands due to market demands,
increasing income levels and the desire to be unique in their preferences and lifestyles. We
found that Gen Y individuals represent social mobility (Congbin and Weifang, 2008;
Stephens et al., 2014), thus meaning that they are likely to be influenced by numerous
environmental factors. Our study further showed that materialism is evident and that
collectivism promotes materialism and thus, conspicuous consumption. Moreover,
another significant contribution is that Gen Y individuals are embracing the concept of
social mobility in a more meaningful way, and this links to whether they are likely to
engage in conspicuous consumption. Hence, our study on Malaysian Gen Y further
enhances our understanding of such a phenomenon. Stephens et al. (2014) noted that social
mobility illustrates the transition of society from one position to another and is linked to
income level, social category, occupational class and/or educational level (Congbin and
Weifang, 2008; Vel et al., 2011; 2016). For example, different Gen Y social classes may have
different patterns of consumption, and those in the same social class may ascribe to similar
values, cultures and lifestyles.
7. Practical implications
Currently, global marketers have recognized the extensive opportunity to explore and
expand their shares of this market segment for luxury goods. Recent studies on Gen Y
acknowledge that they tend to consume luxury products, as they are strong branded-
product purchasers (Ho et al., 2019) and tend to spend excessively on luxury brands
(Butcher et al., 2017; Chadha and Husband, 2006). They also have a strong influence on the
spending habits of their parents (Taylor and Consenza, 2002) and are more consumption-
oriented (Jackson et al., 2011). Gen Y consumers are keen to be different from others and
want to be unique. This is consistent with Tian et al. (2001), who found that the search for
uniqueness among consumers decreases as age increases. In short, the younger the person,
the more they seek uniqueness in their purchasing experience (Stępien et al., 2018). Gen Y
normally use brands and products as an expression of their uniqueness (Butcher et al.,
2017). The desire to be different from other generations motivates them to engage in
buying certain brands and products, especially conspicuous products (Butcher et al., 2017),
but within what is approved of by their group (i.e. their family and friends). This finding
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can assist marketers, as if they wish to target young people (who are an increasing
percentage of the market), they must appeal to them by offering goods that are unique to
their social standing.
This study provides useful information regarding how conspicuous consumers behave
and therefore has important implications for industry and marketers, especially product
and brand managers. Domestic and international companies hoping to penetrate Asian
markets can use this study as a basis for understanding the concept of conspicuous
consumption in a more comprehensive way. It will give them a general understanding of
how Asian consumers perceive foreign and luxury goods and will also provide
information on the demand for these goods from other Asian countries besides China.
This is an important distinction, because the motivation for engaging in conspicuous
consumption and buying luxury goods may differ from one country to another. The
purchase of luxury goods is likely motivated by social (cultural) and personal factors
(Souiden et al., 2011). To cater for cultural differences, marketers should develop tailored
marketing programs that account for the differences in cultural perspectives, whether
those differences relate to individualism/collectivism, masculinity/femininity, power
distance or uncertainty avoidance. This suggests that global luxury companies should not
use the same sales campaigns worldwide but should adapt their messages to specific
countries.
In addition, luxury retailers can use the information from this study to redesign their
marketing strategies to better gain the attention of their target consumers. Additionally,
this study can help global marketers formulate strategic guidelines for how consumers in
Asian markets will respond to their goods or services. Marketers should highlight the
“prestige” that consumers can gain from purchasing their goods. As suggested by Souiden
et al. (2011), marketers should redesign their strategies based on the markets and
consumers in the countries where theywant to gain a foothold. For example, if consumers in
a particular market strongly engage in conspicuous consumption, marketers should design
an effective communication strategy so that consumers will be aware of their goods. Thus,
the manufacturers of foreign luxury goods may wish to incorporate cultural values
(especially collectivist values) into their advertisements that target Malaysian consumers,
perhaps by using local celebrities or successful corporate personnel to help associate their
products with status, wealth and success. Additionally, utilizing word-of-mouth
advertising could become another powerful marketing strategy (Thoumrungroje, 2014)
to mobilize and entice Gen Y to purchase foreign global products, since Malaysians are
dependent on strong ties and highly trusted reference groups, such as spouses, family
members and close friends, to spread the value of a product. The widespread information
and consumption disseminated through social media platforms such as Facebook, Twitter,
Instagram and YouTube have changed the way marketers design their marketing
activities, particularly in the promotion and distribution of their products, and has
indirectly influenced conspicuous consumption among consumers through social media
(Thoumrungroje, 2014).
8. Limitations and future research
Although the results of this study contribute substantially to our understanding of
conspicuous consumption behaviour in the Malaysian youth market, the study has
limitations. First, it is restricted by its sample. Due to the use of students, with the majority of
the fieldwork carried out in private universities in one region ofMalaysia, the results may not
be generalizable to the entire Malaysian Gen Y consumer population. Future research should
therefore be conducted with a more representative sample of this entire population. In





differences in conspicuous consumption behaviour between Gen Y and Gen X consumers,
especially in the Malaysian context.
Second, the study used Hofstede’s (1980) cultural theory as its basis, meaning that the
findings might only be applicable to this theory. Future research should be conducted based
on other cultural theories (e.g. Schwartz Shalon, 1994; Trompenaars, 1993) to add other layers
of understanding to conspicuous consumption from a cultural perspective.
Third, the study applied a quantitative analysis, thus meaning that the findings are not
detailed. Only the significance or insignificance of each construct in the relationship was tested
without offering a detailed explanation of consumermotivations for conspicuous consumption.
The choice of a quantitative analysiswas based on the fact that this studywasmerely intended
as an exploratory investigation of the consumption motivations and behaviour of a subset of
Gen Y consumers. The depth of information provided by a qualitative design is most
appropriate in taking this first step towards discovering which underlying theoretical
frameworks serve as viable explanatory mechanisms for a given phenomenon—in this case,
consumption behaviour. Future studies should apply qualitative methods on each of the value
orientations by conducting interviews with selected focus groups. This will yield an in-depth
understanding of consumers and their engagement in conspicuous consumption. Future
research should also explore other methods of quantitative analysis, such as structural
equation modelling, to test the framework’s model more thoroughly.
As we have seen, religious values do not appear to exert any influence on conspicuous
consumption. However, our findings were limited to Malaysian Gen Y university-age
consumers. Further studies should be conducted with other groups of Gen Y and/or Gen X
consumers to determine whether there are differences in religious commitment across age
groups. For example, future studies might use a Muslim population as a sample. Other
studies could look at other aspects of consumption. For example, the types of shoppers who
are likely to be conspicuous consumers could be tested using Essoo and Dibb’s (2004) seven
types of shoppers and eight styles of decision-making in relation to conspicuous
consumption.
Future research could also look into the influence of counterfeit goods, which are
becoming an issue in luxury markets. Goods with established brand names that are highly
recognizable by others are often subject to counterfeiting. Less wealthy people with limited
incomes are often willing to purchase counterfeit goods, since they have financial constraints
but place more emphasis on the prestige associated with luxury trademarks. Counterfeit
luxury goods flourish because they imitate the design, appearance and brand name of luxury
goods at a lower cost, even though they are not genuine.
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